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Introduction
“Lookism” is a term to describe appearance discrimination or “the practice of discrimination on the basis of physical appearance
in the workplace” (Ghodrati, Joorabchi, & Muati, 2015, p.1). In culture and popular literature, it has been called “beauty 
prejudice” (Etcoff, 1999, p. 1). The notion that a pleasing appearance results in favorable outcomes (e.g., higher wages, 
promotions) from others is not necessarily new, as literature on physical attractiveness is rather extensive.  The Washington Post 
Magazine first used the term “lookism” in 1978 (e.g., Ayto, 1999), however, the term “lookism” was first recognized as a form of 
discrimination by authors of the Oxford English Dictionary and American Heritage Dictionary in 2000 (Ghodrati et al.).
There can be social injustices due to physical appearance, whether physically attractive or unattractive. Rhodes (2010)
discussed cultural injustices of being unattractive in a society appearance obsessed with potential for “looks” to influence hiring 
practices, such as better career options and higher pay. Those who feel unattractive in an appearance laden society could suffer
certain mental health issues potentially causing anxiety, anorexia, and depression. Research is needed for clarity to combat the
issue with regards to how lookism is defined and has been examined. Scholars in the apparel and textile field are positioned to 
contribute to defining and examining lookism. The aim of this paper is to examine scholarly literature to identify how lookism 
has been defined and studied.
Treating people in different ways based on physical attractiveness has been studied for decades by psychologists, 
sociologies, biologists, and anthropologists (Patzer, 2008). How an individual looks influences person life, family dynamics,
education environments, work, and even the courtroom.  Social scientists have noted the importance of appearance on the 
interaction between individuals with popular literature developing the idea of “lookism” in the 1970s. The term developed during
a time when women were entering the workforce in jobs that were usually reserved for men. As women began to make attempts 
at shattering the “glass ceiling” the importance of appearance was highlighted. Books, such as John Molloy’s Dress for Success 
instructed women how to dress for the workplace.
Purpose	of	Research
In order to investigate how consumers react to advertisements, the Stimulus-Organism-Response (S-O-R) model will be
used (Mehrabian & Russel, 1974) to measure how consumers react to luxury brand advertisements containing sexually explicit
content and whether they will still be loyal to those brands. Advertisements from luxury brands such as Louis Vuitton, Dior, and
Gucci will be analyzed and collected from fashion magazines within a 6 month period which signifies one fashion season. The
advertisements will be assessed for gender portrayal and the use of sexual objectification, using categories developed by Ivas
(2000). After the advertisements have been chosen, an anonymous, semi-structured interview will be conducted after an IRB
approval.
Defining “Looks” in Lookism
Lookism can be influenced by a number of appearance cues, such as visible demographic traits (e.g. race, gender, age), body size, and clothing. The influence of 
appearance on others has been noted, particularly on demographic variables race, gender, and age. Literature has supported biases based on race, gender and age. 
The United States has a variety of races, ethnicities, age groups, and cultural backgrounds. Living in a culturally diverse environments can be difficult as 
objectification theory due to stigmas in social media can be used to understand eating disorders in Asian-American college women. Some comparisons can be of 
racial discrimination, persistent anti-foreigner racism, and racial/ethnic taunting as relates to Asian American college have been investigated. 
Cheng, Tran, Miyake, Kim (2017) conducted a survey of 2,317 Asian American female college students ages 18-46 years were recruited through email sent by the 
registrar office of a Midwestern University. The survey was 20-25 minutes online with the approval of the university's Institutional Review Board. Questions 
included topics of racial discrimination, constant foreigner racism that influences their lives, and causes stress, racial and ethnic mocking, media internalization, 
body surveillance, body shame, and eating disorder symptomology. A total of 49% had an eating disorder, 48% experienced body shame, 43% had body 
surveillance, and 8% had media internalization. According to their findings, there was a significant level of racial ethnic taunting or racial prejudice as a result of 
media internalization. Internalization of media can lead to undesirable behaviors and a persistent need to conform to standard beauty ideals in order to be accepted.
When it comes to appearance, African-American women have encountered numerous hardships to fit in within society. Hair and skin stone, with the 
internalization of societal beauty ideals, and sexually objectifying experiences are all factors in their current discontent. Dunn, Hood, and Owens (2019) 
investigated the link between self-worth and gender-related micro-aggression within African-American women's respect for their bodies. Lighter skin tone, long 
blonde, straight or wavy hair, the slim body shape are ideals in Western society. Many African- Americans do not conform to Western body ideals, as they have 
faced racial discrimination and even sexual harassment. African-American women are more prone than their White counterparts to engage in behaviors that are 
linked to longstanding cultural stereotypes. Sometimes African- women were shown to be more promiscuous, have more sexual partners, engage in unprotected 
sex, be single moms, and be on public assistance. 
Dunn, Hood, and Owens (2019) conducted a study with participants that included 143 African-American women aged 18 to 24, which included their respective 
relationship status (single, never married, or in a relationship). This is a pivotal age for women as many are figuring out who they are and what they want to do with 
their lives within society. Findings indicated that participants revealed a high scored in both self-worth on one’s physical appearance and experience as stress 
related to gender racial microaggression. Body image and self-worth among African-American women are a necessity for behavioral health to assist with these two 
issues studies.  The findings will be used by behavioral professionals to give specific attention to coping mechanisms that African-American women might employ 
to combat gender racial micro-aggression. 
In media, the issues of race and racism and the subject of colorism many times have been   ignored until recent.  Colorism is based on physical appearance, skin 
color, facial features, and hair textures worldwide. Lookism in this regards is often painful to speak about in the African- American communities because colorism 
is internalized. Lighter-skinned blacks are preferred over darker skin colors because lighter skins are more widely accepted in the media. From an early age, the 
media has had a powerful influence on children's perceptions of image and beauty due to children's cartoons rarely challenge societal conventions of White.  Proud 
Family, a successful animation series about a traditional African American family, was the first show to feature a black production company, a black lead animator, 
a major black writing crew, and a black family as primary characters widely distributed on a mainstream platform, and it. Previous research on children has focused 
on the consequences of behavioral changes and exposure to violent programming as a promoter of aggression tendencies. Steele (2016) investigated colorism as 
this is a pressing issue in society. Children's media aims to establish morals and values in children, as well as societal worth in a culture. Within certain 
programming such The Proud Family were all included in the study. One character is poor as she resides in a tiny apartment. The character of LaCienaga, is light-
skinned and long hair. Penny's classmates and school bullies, whose distinctive traits set them apart from other characters in the cartoon series.  The bullies are 
depicted with a deep blue skin tone, which signified their skin's blackness. This cartoon series is an example of division of people according to their socioeconomic 
status by using skin tone and European standards. The correlation between wealth, education and Whiteness reveals patterns of prejudice against African 
Americans with darker skin tones. The Proud Family was a popular children's show that promoted but mainly relied on Eurocentric values. 
The media have a role in socialization by propagating global beauty standards like thinness and institutionalizing practices like photography poses. Designers' 
messaging must complement the models, clothing, and accessories, as well as reflect the needs of the target demographic. Frith, Cheng, & Shaw (2004) 
investigated women’s fashion advertisements from countries Singapore, Taiwan, and the United States to see if there are differences in how Western and Asian 
models are employed in advertising. Three issues from different countries were chosen at random from March 2001 to March 2002 to counteract any possible 
seasonal effects. The magazines included Singapore Her World, Female, and Cleo, and within the United States Glamour, Vogue, and Elle; and finally, within 
Taiwan Citta, Bella, Jasmine, and Viva. The study proposed analyzing beauty types for models used in Asian magazines/Western magazine advertisements 
including the gaze and pose of models. The product categories used in Western women's magazine advertisements would differ from those used in Asian women's 
magazine advertising.  A total of 1,130 advertisements were from the above-mentioned nine women’s fashion and beauty magazines used in this study. 
Results indicated sensual advertisement was most used (27.1%) with Western models compared to Asian models (10.8%).  The-girl- next –door advertisement 
appeared more with Asians (25.0%) than with Western models (15.7%).  Frith, Cheng, & Shaw (2004) confirmed that 68.5% of Asian models tend to look at the 
camera more frequently than western models. Western models were seen frequently to dress more seductively and Asian models were dressed more modestly.  
Asian models were also used more for beauty advertisements. The data showed that advertisers present Western models more frequently than Asian models across 
cultures because the idealization of western beauty is common. According to studies, European American women choose body-sculpting surgery like liposuction 
and breast augmentation, whereas Asian American women prefer "double-eyelid surgery,” to appear more European. Asian models are frequently depicted as 
childlike in order to weaken their status as adults in society. More research is needed to fully understand the motivations of advertising companies when it comes to 
women of various races.
The slender and flat-chested flappers of the 1920s, the voluptuous "sweater girls" of the 1940s, the supermodels of the 1970s, and the curvaceously thin beauty 
icons of the 1990s established Western standards of beauty. When it comes to women's body shapes, there are numerous aspects to consider from facial structures 
and bodily proportions.  Forbes, Collinsworth, Jobe, Braun, and Wise (2007) investigated both men and women analyzes of women's bodies since the ideal body 
shape never mirrored the real bodies of most women. Many women have committed so much time, energy, and emotional resources to reach these body ideals. 
Hostility toward women, traditional sexism, hostile sexism, and, to a lesser extent, benign sexism were found to be connected with acceptance of Western beauty 
ideals and behaviors. Using the Ambivalent Sexism Theory Scale sparked fresh and essential insights into the nature of sexism, as well as the development of more 
sophisticated measures to reflect these discoveries. Students in twenty-six (26) sections of first-year English at a small mid-western institution participated in the 
study. The participants’ demographics revealed students were mostly 18 / 19 years old, European- American ethnicity, and single from the 159 college men and 
194 college women. 
The findings revealed that the feminist claims that beauty rituals for women are repressive. Using two sets of correlations, hostility against women and attitudes 
toward women, revealed the relationship between beauty ideals and hostility and sexism assessments of beauty. The findings also indicated a link between sexist 
values and beauty norms. With traditional women's conventional duties, sexism was an acceptable social form. Men and women both believe that women are 
inferior, which is viewed as a type of sexism. It was also discovered that imposing beauty ideals benefit men significantly more than they do women.
Even men find discriminatory practices dealing with lookism in corporate America. Despite the fact that corporate America is significantly more diverse, there are 
still reasons to be concerned about diversity in hiring practices. Only a few African-Americans have become CEOs of Fortune 500 companies, such as Ursala
Burns, the first African American woman CEO of Xerox in 2009, and Franklin Raines, the nation's first racial or ethnic minority CEO of Fannie Mae in 1998. The 
United States Department of Labor described professionals as people with employment in management, professional, and similar jobs, and the requirement to work 
in these occupations is a college degree or experience, as well as specialized training. African-American professional men experience gendered racism, which 
means they face prejudice, negative stereotypes, and oppression, because they are both black and male. Cornelius (2012) investigated how white men's masculinity 
differs from that of black men in the workforce. White professionals have stronger access to senior leaders at the highest levels of within certain firms, which has 
allowed them to advance their careers beyond their best achievements. The purpose on this study's was to examine the impact of racism on African- American 
professional men's career growth in corporate America. The study addressed how African-American professional men describe their career development and how 
African- American professional men deal with the influence of racism on their professional development?
Fourteen (14) African-American professional men participated which identified as Black or African-American, obtained a bachelor's degree from a four-year 
college/ university, worked  in a for-profit mid-management or higher position for at least  ten (10) years in corporate America, and have spent at least one year 
with their current company. The age range of the participants who fit the criterion was 35 to 55, with an average tenure of 8 years of experience.   The findings 
resulted African-American professional men navigate the influence of racism on their career growth as they encounter both repressive and facilitative systems. The 
participants revealed their white coworkers and their superiors who can influence their career advancement; which indicated negative impressions of African-
American male behaviors and actions. Several participants believed that the “angry black stereotype” is common in corporate America. 
It is well-documented that African-American professional men make their white counterparts feel at ease with how they see them in order to decrease the impact in 
their career development but still be included in the company's policies and practices. This regulates corporate performance management, succession management, 
hiring, and promotions. All fourteen (14) participants learned how to negotiate the impact of racism on their careers using methods such as building relationships 
and leverage, as well as how to be a part of two corporate worlds: (1) the black underground network and (2) corporate white America.  Self-efficacy with the 
continuance of formal and informal education, and continuous learning, and discovery their respective spiritual purpose all assist with this corporate navigation. 
According to Cornilues (2012) human resources need to be more conscious of corporate inclusivity in order to provide resources to all people who have been 
refused access due to race, gender, status, or other social inequalities. 
Conclusion
Power, privilege, and respect have always been difficult to come by for people of color. They have a difficult time 
finding their place in a world that has internalized notions about them.
This research has shed light on cultural injustices caused by racial microaggressions, racial discrimination, and colorism in
relation to lookism. The following were discovered throughout the research: I The media leads to internalization, which 
contributes to women's desire to confide in beauty ideals and harms their mental and physical health; ii) Women are pressured to
confide in society ideals; iii) The relationship between income, education, and whiteness is revealed. Prejudice against dark-
skinned African Americans, iv) People of color are judged based on their skin tone, making it difficult for them to advance in 
their careers. This research will inspire other academics and psychologists to see individuals of color as more than stereotypes. 
They have more potential for advancement in the world.
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